The purpose of this study was to determine the factors contained in the quality of services and how these factors influence the underlying between the formation of customer loyalty in the banking services industry.
many factors (intervening) that still need to be better understood (Parasuraman, 1996) . What is proposed by Parasuraman at al. (1996) ; Meyer at al. (1999) ; Thwaites at al. (1999) and Conlon, Matta and Devaraj at al. (2001) , there is an interesting subject for further investigation. There are many factors that need to be studied and understood well that underlie the formation of service quality and customer loyalty.
As noted Olson and Dover in Zeithaml, Parasuraman and Berry (1993) , the customer will choose the service provider after comparing the services they have rendered to the services previously expected.
Customer expectations for service quality will affect the customer satisfaction (Fornell, 1992) . Customer satisfaction with a service is affected by customers' expectations of the services that will be received by the (Anderson et al., 1996) . Image that the organization will take effect in two respects. First, the image will affect customer expectations for service quality will be accepted. Second, the image affects customer value. Zeithaml and Bitner (1996) , adduce there are some things about that image, the image can sustain or overthrow consumer perception of value, quality, customer satisfaction and loyalty. The value of an image capable of affecting the value consumers (Kotler, 2000) . Customer satisfaction is an evaluation after purchase (Engel, 1990) . Satisfaction with a service affected by perceived value (Anderson, 1996) . Satisfaction is the difference (discrepancy) between observed to be desired. Customer satisfaction resulting from the comparison between the performance of the services perceived by consumers to be expected (Poisz & Van Grumbkow, 1988; Parker & Mathews, 2001 ). Customer value after taking effect on the perceived satisfaction (Taylor & Hunter, 2003) .
Customer value can be affected by two (2) factors. First, the expectations of the customer service and secondly, the quality factor of external services, services actually received by customers. Services felt or enjoyed by these customers, will soon get a vote or are not in line with expectations or desires of customers (Kahn, Strong, & Wang, 2002) . Service quality can be measured by the difference between customer expectations with customer perception of the performance of these services (Grönroos, 1988; Owen & Othman, 2002) . Service quality involves a comparison (discrepancy) between the expectations of the customers with the services received by customers on the performance of the actual service (Parasuraman, 1988) . Measuring the quality of services is by comparing the expected service or customer expectations of services that will be received by the perceived service or perceived service (Grönroos, 1994; Grönroos, 1998) . Customer expectations about the quality of service desired affect service quality external service provider gives the customer. Quality of service is also a level of excellence of a product that their customers expect and control over the level of excellence it to the customer's wishes (Wykof in Lovelock, 1988) . Customer expectations is positively related to the quality of services provided on an ongoing basis for the foreseeable future (Bitner & Hubert, 1994; Oliver, 1980 Oliver, , 1997 Klein, Ganesan, & Hess, 2003) .
In order to achieve good quality of service, it is necessary to realize the management of employee satisfaction. That is, the realization of good quality services to the customers greatly influenced how much the management is able to realize the job satisfaction of employees. Job satisfaction is an attitude that is generally indicated by an employee to work, (Byars & Rue, 2000) . Wood (1998) , job satisfaction is a positive or negative attitude of perceived employee to work. Job satisfaction can be realized if management is able to provide a good quality of internal services to employees.
Formulation of the Problem
1). Does the image of the organization (CTR PLG) significant positive effect on the customer expectations (HRP PLG).
2). What is the image of the organization (CTR PLG) significant positive effect on customer value (NL PLG).
3). Does the image of the organization (CTR PLG) significant positive effect on customer satisfaction (KPS PLG). 4). Is the quality of internal services (KL LYN INT) significant positive effect on employee satisfaction (KPS KRJ KYW). 5). Is the employee satisfaction (KPS KRJ KYW) significant positive effect on the quality of external services (KL LYN ext). 6). Is the customer expectations (HRP PLG) significant positive effect on the quality of external services (KL LYN ext). 7). Is the customer expectations (HRP PLG) significant positive effect on customer value (NL PLG). 8). Is the customer expectations (HRP PLG) positive significant effect on customer satisfaction (KPS PLG). 9). Is the quality of the external service (TOS LYN ext) significant positive effect on customer value (NL PLG). 
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The samp heterogene first step, t (Proportio Vol. 11, No. 6; The result of the final model presented in the figure above, and evaluated based on the goodness of fit indices with the criteria of the model as well as critical values that have compatibility data.
Data
Based on the evaluation of the model show that the evaluation of the model's response to constructs whole variety of criteria already meet the required criteria, so that the model can be said to be not critical violations. The model put forward relatively acceptable or have compatibility with the data.
Hypothesis Testing Results and Discussion
Testing the hypothesis with regard to the outcome of the structural model SEM, can be described as follows below.
1). There is a significant positive effect between the image of the organization towards the customer's expectations. The findings of this study further support findings and Larry Gulledge, (1988); Naumann, giel and Caelan (1994) and Heung, (1996) . The results of this study indicate 3 (three) things why the bank's image affect the customer's expectations. First, customers choose a bank that has a good image in the hope of getting a better service. Second, in an effort to minimize the risks that may be encountered mainly related to the service and security of funds invested, customers tend to choose a bank that has a good image. Third, the image is formed of observation, experience and variety of information that has been obtained previously.
2). There is a significant positive effect between the image of the organization towards customer value. The findings of this study further supports the findings of Smith, Andrews, and Blevins (1992); Conlon, Matta, and Devaraj (2001) and Parasuraman, Zeithaml and Bitner (1996) . The better the quality of service, the image that is also getting better, meaning that customers increasingly high ratings because it is associated with the image and the service is getting better or vice versa. After getting customer service immediately assess and will be associated with the image that has been obtained previously. There are two (2) terms of why the image affects customer value. First, the image is a function of the evaluation (score) the consumer of the service. Second, the image obtained by consumers before (saved in memory) can sustain and undermine the value of consumers towards quality.
1). There is no significant influence between the image of the organization toward customer satisfaction. The findings of this study do not support or contrary to the results of the previous research conducted by Conlon, Matta and Devaraj, 2001; Zeithaml and Bitner, 1996 and Selnes, 1993; Athanassopoulus, 2000) who said the Organization's influential image against consumer satisfaction towards the services provided. These findings turned out to be contradictory because it is caused by two things. First, customers tend to choose banking that has a good image in order to obtain a satisfactory service. Secondly, but not necessarily banking with a good image is always able to provide a satisfactory customer service, such as the customer experience often still a long queue, still existence of parking fees and banking security surroundings that have yet to fully guarantee the security of the customer themselves. The second condition is this gap that frequently occurs.
2). There is a significant positive influence between the internal organization of service quality towards job satisfaction of employees. The results of this research increasingly supports the results of the previous research conducted by Prabhu, (1996) ; Gilbert and Parhizgari, (2000) . The supporting factors of job satisfaction of the employee's salary and wages, systems administration, job security and the chance of promotion and development. Internal service quality affects job satisfaction (Prabhu, 1998) . The quality of internal services to employees is the first factor as a supporter of the formation of customer loyalty in the long term (Gilbert & Parhizgari, 2000) . This condition indicates that a conducive working environment that is shown by the mastery job well and work tools, support good relations between employees and a good workplace design, is the Organization's internal service quality affects job satisfaction of employees. Quality internal service quality are expected to provide the satisfaction of employees in the works, which will affect attitudes and behavior related to his job. Employees are the ones who are in firms that have objective and motivation in work as well as having the influence of performance against the work. Job satisfaction is a feeling about what employees obtained or received or perceived in the work related to motivation or desires.
3). There is a significant positive influence on job satisfaction among employees to quality external services. The results of this research increasingly supports the results of the previous research conducted by Prabhu (1996) ; Gilbert and Parhizgari (2000) ; Conduit and Justin (2002) . They assert that employee satisfaction, influence on external service quality is good. Employees who feel satisfied in the works will affect their performance towards the better. Attitudes and their behavior in work will also be associated with the service that they provide to external customers. There are 2 (two) things of concern. First, the factors of job satisfaction is determined by salary, systems administration, security and systems work, education (training) and the chance of promotion. Second, employees are the ones who are in firms that have objective and motivation in work. Third, the two www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 11, No. 6; things have performance against the work. So is the feeling of job satisfaction of the employees about what is gained (accepted) in the works that deal with motivation (desires) that affect behavior and attitude toward her work 4). There is a significant positive influence between customer expectations with the quality of external services. The results of this research increasingly supports the results of the previous research conducted by Thwaites, (1999) . Quality should be at the start of the needs and expectations of customers and end in customer perception (Kotler, 2000) . Quality emphasized orientation on the fulfillment of customer expectations (Joseph, 2002) . Quality of service indicated relate positively with customer expectations on an ongoing basis for the foreseeable future (Klein, Ganesan, & Hess, 2003) . Customer satisfaction and customer expectations is a target that is always changing in accordance with development needs, so that required the presence of a clearer picture of what customers need and like what it really is. Understanding of customer expectations is a prerequisite for improving the quality and to achieve total satisfaction for customers. Quality of service indicated the Organization dealing positively with customer expectations on an ongoing basis (continuity) in the long term and this will affect the quality of service of the response or responses to customers to meet again in my next purchase. Psychologically, a consumer to effectively respond in assessing performance shown by the entire organization, with the hope of the existence of an improvement in the service, as customer satisfaction is a function of the service consumer to meet back up with quality expectations and the performance of the new and improved (Oliver, 1980; Bitner & Hubbert, 1994; In 1997 , Oliver Klein, Ganesan & Hess Jr, 2003 . The customer when doing transaction has some expectations regarding the transaction will be done. Banking as a service industry need to know what is the hope of the customer because of the customer's expectations of quality determine the direction to be given next. Customer identification needs to be done correctly. Maintain the viability and have a chance to develop in a sustainable way, banking should be able to produce and provide products and services that generate, it soon got the assessment of clients, therefore banking should be able to make what is needed based on what the customer expectations. These findings indicate two things. First, the quality of service emphasizing the orientation on the fulfillment of customer expectations. Second, it required a clear picture about what is and what kind of expectations that actual customers. Customer expectations of service focused in three (3) things, namely, better, cheaper and faster. Banking customer wish free of all administrative costs, vehicle parking fees when the bank, get a friendly and courteous service and hope to have a quick and precise service. What is expected of the customer is within a system of banking services.
5).
There is a significant positive influence between customer expectations of customers. The results of this research increasingly supports the results of the previous research conducted by ; Thwaites (1999) ; Dongkeun (2000); Kandampully and Suhartanto (2000) . Compare between what clients into his expectations before making the purchase reunited with the actual customer service received expressed or not in accordance with what was to become the expectation. These findings indicate that a client doing a comparison (discrepancy) between hope (expectation) and quality of service that has been received or for performance (performance) from the actual service. 6). There is a significant negative influence between customer expectations towards customer satisfaction. The findings of this research result is inversely proportional to the research findings, Fornell (1992) ; Anderson (1996) ; Kandampully and Suhartanto (2000) ; Hess, Ganesan, and Justin, (2003), stating that the customer's expectations towards the quality of service affect customer satisfaction. Why this finding is inversely proportional to the findings of previous research, there are a couple of reasons. First, customer expectations related to desire an inexpensive cost. Second, is banking that prioritizes profit oriented. Third, the second of the above because there is a gap. This gap means that the higher the customer what to expect especially associated with the hopes of getting a cheap stay, then banking increasingly difficult to meet the customer's expectations of what became of them.
7). There is a significant positive influence between the quality of the external service of the customers. The results of this research increasingly supports the results of the previous research conducted by Gronroos (1994); Parasuraman (1994) ; Andreassen and Lindestad (1997) ; ; Mulyadi (1998); Thwaites, (1999); Kandampully and Suhartanto, (2000) ; Keeps and Durden (2001) ; Barness (2003) . The findings of this study indicate that the quality of service that consists of the dimensions of the tangibles, policy, and outcomes have implications for interaction of the customer. So the customer perform the measurement of the quality of service by doing a comparison (discrepancy) between hope (expectation) previously with the quality of the services that have been received or for performance from the actual service. The quality of the external service is a service provided by banking to its customers. The quality of these services may take the form of physical and non physical. The quality of service that has been provided will be evaluated for this customer. Assessment of www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 11, No. 6; the quality of customer service has been given such compared to the service that is expected to declare a satisfied or not satisfied. So the measurement of the quality of the services that have been put forth, involves a comparison (discrepancy) between hope (expectation) of previous clients with quality services that have been received or which the customer has been enjoyed over performance from the actual service.
8).
There is a significant positive influence between the value of the customers towards customer satisfaction. The results of this research increasingly supports the results of the previous research conducted by Engel, (1990) ; Gronroos, (1994); Kandampully and Suhartanto (2000) ; Levesque (2000); Durden (2001); Zins (2001); Taylor and Hunter (2003) ; Khatibi (2004) . These findings indicate that the value of customers who have done against what was expected compared to the fact that there are, do customers to declare a satisfied or not satisfied. These findings also support the paradigm of customer value. In the paradigm of customer value focuses the company must all resources belonging to generate a value for customer satisfaction, so that in every stage of the process and any form of service activities should be aimed at producing a more value for customers. The value of customers who have done against what a chill compared to the reality, it is performed to reveal the customer satisfied or not satisfied. If that be the expectation that the majority can be met, it's what makes the customer feel satisfied. Banking has had a wide range of supporting facilities good service, the machine count money, ATM fees, free delivery and money transfer money fast and precise as a proponent of good service. The higher the quality of a service provided to customers, then growing satisfied customers who can be met by the service. Customers will be more satisfied if the services rendered are increasingly valued for her (relative to what has been previously thought). In business, competition environment where customers in control business, then this value should be customer paradigm focuses all resources belonging to generate a value for customer satisfaction, so that in each stage of the process and any form of service activities should be aimed at producing a more value for customers. A successful service management process is a process that is able to produce a satisfied customer. 10). There is a significant positive influence between customer satisfaction toward customer loyalty. The results of this research increasingly supports the results of the previous research conducted by Woodside, Frey and Daili, (1989); Gronroos (1994); ; Thorpe (2000) ; Levesque (2000); Kandampully and Suhartanto (2000) ; Conlon, Matta and Devaraj (2001); Sobol, Singh, and Sirdeshmukh (2002); Fornell (1992) ; Taylor and Hanter (2003) ; Coenders (2003) . The results of this study indicate the 5 (five) things due to the realization of customer satisfaction toward customer loyalty. First, customer satisfaction is a requirement for the formation of loyalty. Second, the level of satisfaction will heighten the recollection customers against the company. Third, the level of satisfaction will increase the positive information to the customer verbally. Fourth, satisfaction increases purchases. Fifth, improve satisfaction and behavior tendencies. The performance of banking as a good provider as the Foundation of customer service quality assessment has been given. If a customer perceives the quality of services in received exceeds the needs, wants and expectations then satisfaction perceived can be said to be high (positive disconfirmation) towards loyalty. Another possibility, if the assessment of the quality of service that clients in receipt of lower or do not meet the needs, wants and expectations then satisfaction customer banking can be said to be low or not satisfied, disappointment which give rise to complaints. Key in reaching customer loyalty is a positive disconfirmation.
11). The results of this research are the most fundamental is found empirical evidence that quality of service and loyalty relationship is not directly (simple). Between the two there is a relationship between the (intermediate links) in the form of variable interrupt (intervening variable) between the quality of the services provided by customer loyalty. These findings are at once provide proof over the existence of several factors (independent and intervening variable) that affect the formation of customer loyalty. Customer loyalty it gives a clear picture that a measure of loyalty refers to three (3) things as follows:
1). Consumer Interest in a product or service.
www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 11, No. 6; 2). The vulnerability of consumers to switch to another product or service.
3). Increase the tendency of a fun attitude and minimize the tendency of unpleasant attitude shown towards the service provider customers.
Conclusions and Suggestions
Conclusion
Based on the deliberations and results of hypothesis testing in the previous chapter, then a conclusion can be made as follows:
1). Banking belongs to the service industry and is one of the drivers of the dynamist economy of the country, then banking should be able to earn the trust of society as the owner and user of funds of funds. To gain the trust of that banking should be able to realize the quality of service that is best for the community as its customers. In giving satisfaction to customers to foster loyalty in service industry especially banking, quality of service is very important well managed.
2). The image is a common perception about a phenomenon or an impression against an object. Image owned by banking is determined by how large the bank acquired the confidence of the community as clients. In an effort to minimize the risk of facing, customers tend to prefer buying from service providers who have a good image in hopes of getting a better service, rather than the service provider with the image. Customer service compare between the received image of banking that has been gained from experience and from various information obtained previously. The image of the organization proved to be significant positive effect against customer expectations and customer value, but proved to have no effect significant positive towards customer satisfaction.
3). internal Service Quality is a manifestation of the Organization's services provided to its employees as internal customers of the Organization and the quality of service it is the internal factors first as a supporter of the formation of customer loyalty in the long term. Banking management must realize the quality of internal services to employees through the creation of a conducive working environment. This affects employee satisfaction in work. Based on a test of the hypothesis stated that the quality of internal services proved positive effect significantly to job satisfaction of employees.
4). Job satisfaction is a feeling about what employees obtained or received or perceived in the work related to motivation or desires. Employee job satisfaction is determined by salaries, bonuses and benefits, education, training, training and participation of employees in the taking of decision. Job satisfaction the significant positive effect to the quality of the external service. Employees who feel satisfied in work tends to produce better performance. The attitude and behavior of employees in work will be associated with the services provided to external customers. So a good external service quality is affected by how big the perceived satisfaction of employees in work.
5). Quality should start from the needs and expectations of customers and end on customer perception about the quality of it. Customer expectations is an estimate or confidence customers about what will be accepted. This banking customers expectations related to her desire of getting the cost is cheap and good service such as hospitality, courtesy, speed and accuracy. Customer expectations of significant positive effect on quality of service and value for external customers. This indicates that before making a purchase customers have some hopes about the service and the fees they want. This customer expectation will be compared with the services received or compared to the actual events. Customer satisfaction and customer expectations is a target which always varies in accordance with the development needs of the customer, so that required the presence of a clearer picture about what is and what needs customers who were the actual expectations. But the hypothesis further proves that the negative effect this customer expectation significantly to customer satisfaction. This is taken to mean that the higher what is expected of the customer associated with the good service and cost-efficient (cheap), then banking is increasingly difficult to meet what the expectations of the customers. Banking is a business entity that prioritizes profit oriented. 6). External service quality Factors consist of physical quality (tangibles) form look and cleanliness of public infrastructure and convenience is offered to customers with layout (location). Convenience of location to reach (accessibility), a much-needed banking clients. Quality policy (policy) shows on aspects of the quality of services that are directly influenced by the various policies of the service providers, such as hours of operation and good credit policy. The quality of interaction (interaction) shows about customer perception as to whether they feel there is a customer of intimidation, pressure or they feel uncomfortable in interact.
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Advice
At the end of the next subjects put forward some suggestions as follows: 1). in an era of competitive banking competition need to optimize resources that belong to attract new consumers or at least be able to maintain existing customers before. There are several factors that need to be observed to obtain banking loyalty from its customers or attract new customers.
a. delivering superior services that allow a pleasant behavior can increase and decrease the unpleasant behavior.
b. need to know how big the quality of service which is enough to maintain the existing consumers or to attract new consumers, then the introduction of the customer more in depth needs to be done.
c. Loyalty Program starts from focusing attention on internal business processes and learning, including management (learning and growth) for the sake of gaining customer loyalty associated with financial results that enable long-term organizational development.
d. quality of services both realized through shared responsibility in each individual that exists within the Organization to provide the best service for customer satisfaction.
2). maximum permissible muster Banking funds as many of the community, but not only based on mutual benefit and less attention on mutual respect. Mutual benefit from the banking, marked by "chasing" or hold funds from the public in large numbers, but the system of banking services that are less able to respond to the wishes and complaints of customers and on the other side of the inability of the bank in realizing the quality of service to the customer is good and satisfactory. Then we recommend banking must be able to regenerate the confidence to its customers about the services provided are the best, the introduction of the customer need to do this he knows expectations will be associated with the customer. There are a few things that need to be done in banking to know or find out what the customer wants and this is done to reduce or minimize customer complaints, among others:
a. Optimize system suggestions b. Form (streamline) return the complaint handling or customer dissatisfaction c. setting back work system especially the customer service if the client queue often occur a long d. situation analysis through circumstantial observations.
3). As a service industry, banking need to develop human resources that belong to the better direction, then banking management must be able to manage professionally with a wide range of support facilities are adequate to support the function of good service for customer satisfaction. 4). Based on the research results that have been obtained as well as the various limitations that exist in this research, then put forward some suggestions for upcoming research in developing knowledge in the field of marketing services in particular banking services.
a. the coming Research can perform grouping of banking industry based on type or based on ownership of banking to know the type of banking ownership or which one has the best quality of service.
b. Research to come can also increase the number of variables. This needs to be done because consumer behavior in purchasing a recurring (loyalty) is influenced by many factors which have not been examined in this study, be it either a mediator or intervening variables to another. The addition of variables and indicators or samples in the hope of getting a better research results.
c. research that will come are expected to be able to use other methods of analysis, as do different test against each type of banking. So the result later can be compared to the results of this research, specifically to examine the factors that influence the attainment of good quality services that are able to foster customer loyalty.
d. the results of this study suggest that the relationship between service quality and customer loyalty is not straightforward or simple. But between them there is a relationship between the (intermediate links) be intervening variable that needs to be well understood by subsequent research. There are still many intervening variable between quality of service and customer loyalty that is outside of this research study.
